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Image of Hong Kong Sevens and Hong Kong in Tourists’ perspective: 
Tourist gazes from overseas visitors and Hong Kong visitors 
Abstract 
Tourism is a fuzzy concept.  There are also limited researches on this 
topic.  However, tourism, as a new form of leisure activity, changed 
people’s living styles and contributed to the economy too tremen-
dously to be ignored by the sociologists.  This project studied tour-
ists’ behaviour and perception towards Hong Kong Sevens, an inter-
nationally renowned and successful sports event in Hong Kong.  The-
ories on tourist gaze by Urry & Larson were examined in the context 
of Hong Kong Sevens.  What the gazes overseas and local spectators 
were, as well as a conjecture where the gazes are formulated, were 
discussed. 
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1. Introduction 
 Tourism, as concluded by Cohen (1974), is a “fuzzy” concept. Tourism 
seems to be a rather wide-known and well-recognised concept but ironically 
there are rather limited researches on the topic due to the multi-dimensionally 
dynamic of the troop (Cohen, 1979).  Economists and government policy plan-
ners devoted themselves in dissecting the economic impacts or stretching the 
potential good will of developing the tourism in a country or particular cities, 
therefore the end results and the economic benefits of tourism are carefully 
measured and addressed by the economists so that the policy planners could 
study and attempt to duplicate and generalise the success to other places.  Tour-
ism management scholars counted on how and what lead to successful tourist 
attractions or destinations, leaning on more microscopic view of the execu-
tional details of tourists’ events or the building of tourists’ attractions to cope 
with the needs of tourists so as to maintain their interests during their stays.  
Sociologists, on the other hand, are more focus on the people who involved in 
the activities - the tourists themselves: conceptual studies of tourists, such as 
the behaviours, motivations, the interactive roles between the travelers and the 
community of the destinations, are the core foci of sociologists, alongside with 
the impact of travel-related organisation to the tourism and the tourists (Cohen, 
1996). 
 The rise of interest in sociology of tourism has been witnessed since 
1990s (Gibson, Wilming & Holdnak, 2003).  It was believed that the rising 
trend was a result of the rapid expansion and mature establishment of modern 
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economy and tourism.  Tourism and travel have grown year on year ever since 
post-war period (Roche, 1996).  This new form of leisure as a breakaway of 
everyday life has been boosting in the past few decades, and it changed peo-
ple’s living styles and contributed to the economy too tremendously to be ig-
nored by the sociologists. 
 This paper is dedicated to study large scale sports events, one of the 
key aspects of new urban tourism that is widely discussed.  My research at-
tempts to investigate the behaviour and perception to Hong Kong of the tourists 
who attended Hong Kong (Rugby) Sevens (HK7s) in 2015.  I part my paper 
into different sections. Firstly, a thorough review on some highlighted major 
tourism theories and sports tourism theories that cover (1) the historical devel-
opment of the aspects; (2) the core issues and criticism on sports tourism and 
event tourism with relation to class theories; and (3) the mega event theory, the 
tourist gaze theory and other articles on sports event and spectator behaviour 
that backed up this research is conducted.  Secondly, discussions on HK7s on 
its problematic definition due to the hybridity between mega event and small 
scale event, and the possibility to understand the event in the lens of tourists 
gaze theory are held.  HK7s is considered as a Hong Kong mega sports event 
but the nature of the event intervenes between the definitions of mega event 
and small scale event well taken by sociology theorists.  In addition, by provid-
ing adequate reasons and showing the relevancy, I would further map the tour-
ist gaze theory set up by John Urry and Jonas Larson into the HK7s context.  
Thirdly, by closely looking into the tourist behaviours narrated and observed 
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in ways of mixed methods including questionnaire survey, and one-to-one in-
terviews to the in-stadium spectators of HK7s, I would argue different tourists 
gazes are occurred one event in different groups of tourists at the same time.  
As the wrap up of the research, I would explore the possible reasons for such 
gazes.   
 
2. Literature review 
2.1 On sociology of tourism  
Cohen (1996) provided a comprehensive overview on the origin, gen-
eral definitions, approaches, issues and some research findings in studying 
tourism in a sociological perspective.  The first sociological writing in 1899 
and the later researches in early 20th century marked the gradual development 
of tourism that started grasping the attention of a few pioneering scholars.  
However, the subject was not under the spotlight until post-war era.  It was 
when people had “increased discretionary income and leisure time” that geared 
up the desire to “escape from work routine and engage in holidays” (Ritchie & 
Adair, 2004, p.2).  Thanks to the rapid growth of the mass tourism, researches 
were founded so as to provide sociological conceptualisations of the term 
“tourist” (with functions of tourism as “commercialised hospitality”, “democ-
ratised travel”, “modern leisure activities”, modern version of “pilgrimage”, 
cultural expression for oneself and more (Cohen, 1996, pp.52-3), has been 
bloomed, which the subject of study was primarily the tourists about their in-
tentions of travel (Dann & Cohen, 1996) with peripheral discussions on tourist 
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image being the “goal” of motivations (Parrinello, 1996, p.76), the cultural and 
environment shock encountering, the attitudes towards and the choices on des-
tination, and the travel experiences.  The correlations between tourist and the 
people living in the destinations of travel, the formation and establishment of 
the tourist system, and the impact of tourism to the various aspects in the soci-
ety (including foreign currency exchange, income, employment, government 
income, and more) had been in discussion.  Cohen (1996) concluded by ac-
knowledging the established framework in studying tourism in sociology and 
call for more researches in the field.   
2.2 On sociology of sport tourism 
 Although sports was not the primary reason for travel (Gibson, 1998), 
among the growing tourist population, sport tourism is “one of the fastest 
growing area” (Neirotti, 2003, p.1) with a proved long history in the record of 
the interest (Zauhar, 2003).  The origin of this subset can be traced back in 
Greek civilisation hundreds of years ago (Zauhar, 2003).  It was argued that 
the function of sport tourism has been for promoting countries or boosting the 
overall image of the countries.  As Zauhar described, special interest activities 
are “tailored to one’s desires and aspirations” (2003, p.47) and countries like 
Malaysia and Portugal packaged themselves as the sports nations.  In other 
words, sports carried the capability to generate and sustain tourism. 
 Sport tourism was divided into five categories in the supply side by 
Zauhar (2003), namely attractions, resorts, cruises, tours and events; other re-
grouping for the sake of the better understanding on tourists activities, namely 
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travel to play sports, travel to watch sports and travel to sport attractions were 
also suggested (Neirotti, 2003); similar categorisation raised by Gibson from 
the sports management perspectives aimed to provide a reason for travelling to 
sport attractions (Gibson, 1998).  He sealed the definition of sport tourism as 
“leisure-based travel that takes individuals temporarily outside of their home 
communities to participate in physical activities, to watch physical activities, 
or to venerate attractions associated with physical activities.” (Gibson, 1998, 
p. 49).  The terminology “nostalgia sport tourism” is his explanation to the 
travel to sport attractions, meaning that the sites associated with mega events 
may become a hallmark location for the sports fans visitors.  Visits to Olympic 
stadiums and basketball halls, such as Staples Center, are the typical examples 
of nostalgia sport tourism.  Nostalgia, no matter by general tourists or by sports 
fans in particular, is a form of “identity maintenance” (Fairley & Gammon, 
2006, p.52), and the adhesive force to hold the interest and desire to visit and 
re-visit particular places or sites. 
 Sport event tourism, according to Getz, is considered as a recognised 
“substantial and highly desirable niche market” (Getz, 2003, p.49) but it has 
been neglected.  This tourism is unique by nature as it brings (1) extra motiva-
tions for the tourists who are and are not sports fans (MICE tourists) to partic-
ipate; (2) interests to sponsors and therefore funding from the corporate; (3) 
incentives for local people in the hosting countries including facilities, the in-
frastructure, community pride and entertainment for holding the events so as 
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to demonstrate the culture and tradition of the countries; and (4) the govern-
mental benefits in terms of destination branding and developing potential tour-
ism for rural areas or small towns.  Most of the researches focused on the hall-
mark events, major sporting events, or mega events, little researches on small 
scale sports events were found (Gibson, Wilming & Holdnak, 2003).  Although 
the distinction between small scale events and hallmark events is not entirely 
by measuring the size of the event but also the allocated resources of from the 
hosting government, the binary definition is problematic when putting into 
consideration on HK7s context. 
2.3 On sports and sports event spectatorship 
 Sports, like arts, carry social meanings beyond its entertaining conno-
tations.  Bourdieu (1984) mentioned sports and strongly marked by class his 
classic writing Distinction and his example explained that one's choices of the 
sports they participated in implicitly reflected their social status and their pro-
cessed social and cultural capitals.  This was verified and further developed to 
sport spectatorship in researches by White & Wilson (1999), Thrane (2001), 
Warde (2006), and Lefèvre & Ohl (2012).  White & Wilson’s research on sport 
spectatorship in Canada replicated Bourdieu’s landmark research.  Their re-
sults echoed on the French scholar’s argument and showed the positive corre-
lation between socioeconomic status and sport spectatorship.  They proved 
also that the financial status determined the ability to attend professional sports 
in Canada.  Amateur sport spectatorship, on the contrary, was less affected by 
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the economic status and the researchers provided possible reason for the dis-
crepancies as “amateur spectatorship does involved watch family members” 
(White & Wilson, 1999, p. 260).  Thrane’s (2001) research is a continuation of 
White & Wilson’s study.  Under the Scandinavian context and using data from 
Denmark, Norway and Sweden, similar conclusions were drawn from his 
study: Household income was highly related to the sport spectatorship, and the 
cultural capital and sport participation were also positively related to sport 
spectatorship.  Thrane also highlighted Holt’s argument of the sport spectator-
ship which was well fitted in the metaphors of consumption as an experience, 
integration, a classification and a play (Thrane, 2001, p. 149-150).  Warde 
(2006) further pinpointed that different sports carried connotations of social 
position, but varied differently on sport spectatorship and participation.  One 
extra point to note from his empirical result showed that rugby was the only 
spectator sports that consisted of significant class effect, meaning “the service 
class liking to watch and the working class referring not to” (Warde, 2006, p. 
118).  Although Lefèvre & Ohl’s (2012) survey did not provide another solid 
supports on the consumption of sports on demonstrating the class distinction, 
they observed that upper classes were more involved in institutionalised sports 
while the non-upper class population tended to “self-organised” their sports 
more often (Lefèvre & Ohl, 2012, p. 46).  
 Rowe (2011) seemed to get an answer on the superiority of sport spec-
tatorship.  He believed that the key element of the spectacular quality of live 
sports was “the in-stadium experience, who noisy passion, colour appearance, 
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and often innovation performance of spectatorship are integral to a sense of 
occasion and of ‘having been there’ for distant, mediated audience” (Rowe, 
2011, p.511).  The audience was watching performances inside the stadium but 
they were also watched by the TV audience outside the stadium, such experi-
ences of presence were significant and therefore rationalised.   
2.4 On mega event 
 Even though books and journals were published to discuss about mega 
event, Roche’s (2000) definition to this subject is surprisingly brief: “Mega 
events” are large scale cultural (including commercial and sporting) events 
which have a dramatic character, mass popular appeal and international signif-
icance (Roche, 2000, p.1).  Another important note by Roche was that the 
events should be in ‘official versions’ of public culture.  Müller remarked the 
definition of mega event is rather “bickering” (Müller, 2015, p. 1).  He pro-
vided a fairly comprehensive comparison based on the existing scholastic writ-
ings and suggested that the mega event should be defined by four dimensions, 
namely (1) tourist attraction, (2) mediated reach, (3) cost, and (4) transfor-
mation (Müller, 2015, p.2).  This meant that the size of the spectator event, the 
audience size reached by TV broadcasting, the money involved in making this 
event happened as well as the shift of city infrastructure were both the key 
parameters to be accounted if an event can be called a “mega event”.  Some of 
the scholars’ added characters to the definition such as “one-time”, “short-du-
ration”, “long-lasting effect” were able to chase in his latest article that sum-
merises the definition of the subject in significant academic writings (Müller, 
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2015).  Despite of various scholars that attempted to offer a definition to mega 
events since 1987, in his latest essay to review the sociology of sport on the 
mega event, Horne admitted that the subject was in “the absence of a firmly 
shared definition.”  (Horne, 2015, p. 468). 
2.5 On tourist gaze 
Tourist gaze is another key concept bring into this discussion.  The core 
concept of gaze “highlights that looking is a learnt ability and that the pure and 
innocent eye is a myth.” (Urry & Larsen, 2001, p.2).  The important character 
of such gazing is rather ironic: people are gazing things not entirely by their 
eyes, they also connect and associate with the images and texts they received 
and perceived.  The gaze varies by ones’ “ideas, skills, desires and expecta-
tions” (Urry & Larsen, 2001, p.3).  As applied to travel experience, tourist gaze 
is a social pattern observed which travel experiences and the pleasure within 
can be learnt and constructed.  The gazes are also constructed through class, 
gender, ethnicity and age of individuals (Urry & Larsen, 2001, p.3).  The gaze 
carried the negative meaning as the “power relation between gazer and gaze” 
(Urry & Larsen, 2001, p.3) are in the core focus.  Nine points (Urry & Larsen, 
2001) were listed as the baseline for the tourism to help understanding gazing 
in the context of tourism but only six of them is highlighted here for a clearer 
focus in understanding the gaze in the context of this paper: (1) Tourism is a 
leisure activities, which opposed to regulated or organised work; (2) Tourist 
relationship consists of the movement of people; (3) The journey has to be 
stayed outside normal places of residence and work; (4) The places where the 
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gaze is upon should have “distinctive contrast with work”; (5) Place to be 
gazed should carry anticipation and fantasy constructed through some non-
tourist technologies such as film, TV, magazine that help reinforcing the gaze; 
and (6) Gaze experience are different from everyday experience.  To further 
sum up, tourism separates people from everyday life in terms of (1) destination, 
(2) activities, and (3) purposes of such “displacement” to bring people to places 
they fancied for.  Gaze shapers have to take tourist out of everyday experiences 
and to encrust the gaze with new fancies. 
As an alternative narrations, gaze is created because “identified tourism 
as a phenomenon increasingly dependent on images” (Harris & Lepp, 2011, 
p.57) and the imagined community, as a “multifaceted” relationship (Smith & 
Porter, 2004, p.1) between sports and national identity, that sustains the reason 
for fans to travel for sports event (Harris, 2007) or consuming sporting goods 
(Ohl, 2005) . 
 
3. Methodology 
3.1 Study site 
 Hong Kong Sevens (HK7s) is a unique sports event in Hong Kong.  
The historical development of the event, the subsequent success of the event 
and the impact of this event to the rugby world should be taken into account as 
a context to understand the spectator behaviour.  It was an invitational tourna-
ment established in 1976.  Then, it was set as an entertainment for rugby fans, 
most of whom being British, resided in Hong Kong.  The idea was to bring the 
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leading rugby nations of the world to Hong Kong for a round robin event in a 
weekend (Sinclair, 1985).  Due to the huge cost involved to invite the teams, 
Hong Kong Rugby Football Union, the sole organiser of the event, decided to 
adapt to the seven-a-side rugby format which is less popular around the rugby 
world by that time.  The character of this format, however, is a key to success 
of the tournament, for its straight forward game format in an abbreviated time 
made it easier to be learnt and enjoyed by the audience who are amateur to the 
sports, compared with the traditional fifteen-a-side format that requires the au-
dience to equip with more knowledge about the game to enjoy it.  With fewer 
players in a team competing in a sports field of similar size, it means more 
running for each player and more tries, which are naturally the most exciting 
acts to amateur spectators, will be witnessed.  A seven-minute half time inter-
val is another key feature: the game can be played more vigorous because of 
less demand in reservation of stamina than a 45-minute half time in fifteen-a-
side rugby, and bring more excitement to the audience.  This tournament had 
received an immediate success since its inauguration.  It grew from a 3,000-
audience single day event to a weekend event that caters for 120,000 spectators 
within the three-day tournament.  
 With this humble origin in a small city in a remote land with the ma-
jority of local people being indifferent from the sport, the event gradually 
turned to the “most colourful Jamboree in the whole world of rugby” (Blondin, 
1996, p.26).  Many imitators around the world tried to follow the very same 
recipe elsewhere but failed to replicate the success and popularity.  Even the 
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rugby world tournament was established in 1990s and the tournament series 
established by the International Rugby Board turned HK7s to one of the events 
within a busy yearly schedule of rugby sevens fans, none of them can ever 
replace HK7s in the mind of rugby fans worldwide, and the Hong Kong tour-
nament is always considered as “The Magnificent Sevens” (Blondin, 1996, 
p.26).  This event has transformed to the golden goose which lays eggs and 
brought a big fortune to the organiser, the society and the sport.  To odd HK7s 
out of the other rugby events, there were three things in HK7s that marked the 
uniqueness of the event: The presence of South Stand, the existence of long-
term supports from sponsors and the unbeatable status in the Rugby Sevens 
World Series.   
 South Stand is the “home of party” (HKRFU, 2015) in HK7s.  This is 
a place where population with fun and fancy dresses gathered.  This very spe-
cial area assigned for the crowd was set in 1990s when the tournament was 
moved to the new Hong Kong Stadium.  With no official documents to track 
and no one in the organising body being able to recall the implemented time, 
it was believed that the set up of the mode of running the South Stand was 
rather organic.  The intention of cordoning off this area was to set apart the 
drunken gangs or crazy fans from the rugby fans who only wanted to enjoy the 
match to avoid unnecessary conflicts between two groups of audience with 
different aims.  But now, the South Stand has become an icon in HK7s.  Trav-
elers went to South Stand as a pilgrim.  South Stand is the sole reason for some 
of the frequent Sevens visitors.  Paradoxically, South Stand is positioned in an 
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outdoor corner with no gigantic TV screen for playback of the game, and thus 
is not an ideal location for watching games and therefore most of the serious 
rugby fans will not consider sitting inside.   
 A source claimed that HK7s had marked the history of sports sponsor-
ship: “Hong Kong Rugby Sevens was actually one of the first tournaments in 
the world to introduce commercial sponsors, a big step in modernizing the 
sport” (Springer, 2015). This has not been verified but the true fact was that 
the faithful support from various sponsors has played an important role to make 
this event reaching the current gigantic status.  The current co-sponsors of 
event, namely Cathay Pacific Airways and Hong Kong Bank (HSBC), together 
with other numerous sponsors in the past 40 years, helped popularise the event 
and the rugby sport in local community.  They devoted in various aspects that 
included sponsoring the national squad, organising grass-root events, set up 
fans programme to support local team, giving in-stadium souvenir and bring-
ing in memorable in-stadium campaigns for spectators.  Yet, the most remark-
able supports have been to spend money in advertising on promoting the event 
worldwide.  Many TV commercials were created and broadcasted worldwide 
to overseas audience.  Local citizens, of course, also know about the event and 
this has created the festive hype. 
 Much truly rugby fans audience, whereas seeing the match in the sta-
dium or on TV, traditionally found more reasons to watch HK7s than any other 
Sevens games.  Hong Kong had the only national seven-a-side rugby tourna-
ment before first Sevens World Cup, and HK7s consistently gathered the best 
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professional players in the world and was considered as the birth-place of many 
sevens heroes, with Fiji legendary player Waisale Serevi and Englishman Ben 
Golding in top of the star-studded list.  When International Rugby Board set 
up the tournament series in 1990s, Hong Kong has been successfully retaining 
the special status for decades, because the competing teams could get more 
match points winning the Hong Kong champion compared with that of other 
tournaments in the Series, and Hong Kong had the greatest number of teams 
in the three days tournament, with more invitational teams were allowed.  Even 
now when the additional match points vanished, with the tournament further 
developed into two divisions with promotion and demotion mechanism of 
seeded teams, the Hong Kong tournament has become the battlefield of the 
non-seeded teams to strive for promoting to the seeded division.  These all 
concluded to the fact that HK7s can never be neglected by the worldwide fans 
ever since the establishment the tournament. 
3.2 Study One – In-stadium survey 
 On 27-29 March 2015, 651 HK7s visitors were surveyed with a de-
signed questionnaire under stratified random sampling.  This questionnaire 
survey was conducted by a market research agency appointed by Hong Kong 
Rugby Football Union, which is the organiser of HK7s and the community 
partner of this capstone project.  Over thirty members of the research team 
were divided in groups of three and were assigned to different locations in the 
stadium, including the entrance gates, the kiosk areas on the second and third 
floor (where audience and some sponsors with general tickets were usually 
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reached), the executive floor (where all corporate suites and the media centre 
were situated) and the South Stand entrance queuing areas.  The instrument 
consisted of 159 items, primarily close-ended and fixed multiple-choice ques-
tions that asked participants on the areas about (1) overseas visitors’ travel ar-
rangements and spendings within the trip to Sevens; (2) all visitors’ experi-
ences of attending HK7s; their level of satisfaction and views towards spon-
sorship; and (3) rugby interest to all visitors.  The data was analysed by de-
scriptive statistics.  As for demographic information, most of the respondents 
are male (71%), 29% were female, 56% of the respondents are Hong Kong 
resident, 44% were overseas visitors.  About 43% of the overseas visitors came 
from Europe, Africa & the Middle East while 26% were from Australia, New 
Zealand and South Pacific.  The average age for overseas visitors was 42.8 
years old while local spectators are slightly younger in general as 36.9 years 
old.  About 46% were single.  Average monthly income for overseas visitors 
and local audience were $48462.6 and $62081.5 respectively.   49% and 71% 
of overseas visitors and local audience respectively were returning visitors.  An 
item on the questionnaire asked individuals to identify the biggest motivator 
of attendance.  60% of overseas respondents and 61% of local respondents 
were identified to be driven by event atmosphere, the rugby competition were 
the key driver for their presence in HK7s to 25% and 22% overseas and local 
respondents respectively.  
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3.3 Study Two - Short one-to-one interview 
 While the survey offered important statistics to capture the intention 
and behaviour for the overseas, the one-to-one interviews conducted round the 
stadium provided a deep understanding for the fandom behavior.  The re-
searcher of this project followed one of the survey team to the non-corporate 
box areas.  Respondents from the survey are invited to carry on with a short 
interview varied in length of 10 to 20 minutes according to their schedule, with 
extra questions about the images and un-aided impressions of Hong Kong and 
HK7s.  These open-ended questions supplemented the survey to provide more 
descriptive details to fill the gap in the statistical findings.  24 interviews were 
successfully conducted in three days.  For these successfully interviewed, 80% 
of them were male, 62.5% were attracted to HK7s by the event atmosphere, 
29% of them came for rugby, with less than one-tenth were local visitors.  
41.7% of them were the first time visitors, but among 95.8% claimed they will 
return HK7s if chances arise. 
 
4. Findings 
4.1 Results of Study One 
As the whole survey aimed to provide a comprehensive overview about 
audience perceptions in various aspect, such as to understand images of Hong 
Kong as a destination, HK7s and tourists’ behaviour, answers of selected ques-
tions were highlighted in the results.   
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When asked about the key driving factors to HK7s, there was no obvi-
ous difference in terms of response patterns between overseas visitors and local 
visitors.  While the atmosphere of the event and the rugby competition were 
the top two main reasons for spectators to join in HK7s this year, 60% of over-
seas visitors came for the atmosphere of the event, while 25% came for rugby 
competition, and 61% of Hong Kong visitors came for the atmosphere, while 
21% are for rugby competition.  Among the local corporate box visitors, 17% 
came for business networking while only 15% came for rugby matches.   
 On average, about 51% were aware of HK7s promotional activities 
while about 32% attended any one of those during the Rugby Week (a week 
before the tournament).  The result showed discrepancies for overseas and lo-
cal visitors.  Although Lan Kai Fong (LKF) Street Carnival and Al Murray 
promotion were the two most well received activities among all responding 
visitors, nearly 60% of local audience were aware of HK7s via LKF Street 
Carnival promotion compared with 32% of that of overseas respondents; on 
the contrary, 28% of overseas audience were more aware of Al Murray pro-
motional event among other Sevens promotional campaigns.  Overseas visitors 
from different country of residence obtained promotions from different 
sources.  Australia visitors were more interested in Hong Kong Magnificent 
Sevens promotion among other channels while 80% Chinese Taipei respond-
ents acknowledged HK7s Fun Party at the Wheel.  However, there were on 
average less people attended the peripheral activities even they noticed the ac-
tivities.  Overseas visitors in general have equal interested towards various 
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promotional activities like LKF street carnival (10%), HKFC International 10s 
(9%), Club 10s - Kowloon Rugby fest (10%), IRB Women’s Sevens, while 
local audience showed participating in LKF street carnival events (12%) and 
Beach Fives (7%).  
 On souvenir purchasing, higher percentage of overseas visitors bought 
the official merchandises this year than that of local visitors, but on the con-
trary, more local visitors were willing to pay for merchandises with some listed 
choices; the top three preferred choices were fancy dress items, beach towel 
and drinks bottle.  Only 58% overseas visitors claimed they did not buy any-
thing in this year’s HK7s while 83% of local visitors did not.  Overseas visitors 
voted their best intended purchases as fancy dress items (20%), followed by 
drinks bottle (13%) and Beach towel (12%).  Local visitors preferred beach 
towel (24%), while desire for fancy dress item and drink bottle were 18% and 
17% respectively. 
 When asked about if they attended any other rugby events in the past 
year, about triple of overseas audience in percentage had attended other Sevens 
event than HK7s.  Attendance to other Sevens event were, however, relatively 
low.  When counted by country of residence, Dubai Sevens was the most pre-
ferred option for “away from home” Sevens tournaments without counting 
HK7s.  With multiple entries allowed in the options, Six Nations match, a 15-
aside rugby tournament with six participating teams were the most popular 
games attended for both local and overseas respondents.  There were 43% of 
overseas audience had joined other rugby events.  Only 11% of local visitors 
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attended other rugby events.  23% of overseas visitors attended Six Nations 
match, 8% of local visitors attended the same event.  Only 3% of visitors at-
tended other Sevens events among 217 local respondents. 
 Overseas visitors had a greater interest in visiting other rugby events in 
coming twelve months than local visitors.  Among those who had shown in-
terest in attending other events, the 15-aside Rugby World Cup was the top 
selection.  Three-quarter of local audience showed no interest in attending any 
up-coming rugby events while half of the audience would not attend any up-
coming rugby events.  With multiple entries allowed, Rugby world Cup inter-
ested 68% and 58% of overseas and local visitors respectively.  London Sevens 
were ranked second for both overseas (33%) and local visitors (23%). 
 When asked about the likelihood of returning to HK7s next year, the 
intention rate for local visitors to return to Hong Kong Stadium for the Sevens 
is higher than that of overseas visitors.  Nearly 80% of overseas visitors con-
sidered to be the returning audience for HK7s, with half of them claimed they 
“definitely will be back”; while 4% of overseas visitors said they would not 
come back for sure.  92% of the local visitors intended to attend the event next 
year. 
 There was also an item to ask if the individuals were interested in the 
whole Sevens World Series or just this tournament.  Overseas visitors show 
significantly more interest on the whole rugby series while local visitors tended 
to enjoy the Hong Kong events only.  Visitors from the strong rugby tradition 
countries seemed to pay more focus on the tournament.  More than half of 
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overseas visitors enjoyed the whole tournament while 60% of local visitors just 
interested in the Hong Kong stop.  65% of visitors from Australia, New Zea-
land and Pacific interested in the tournament series, which were highest rec-
orded compared with other countries of residence. 
 The majority of both overseas and local visitors believed HK7s pro-
cessed a positive attitude towards HK7s as a way to promote Hong Kong.  
More than 95% of overseas respondents were positive to HK7s as an effective 
tool in promoting Hong Kong tourism industry, and it is highly rated by visitors 
from South America, Europe and Oceania regions.  For local residence, 56% 
strongly believed HK7s served as a successful tool in promoting Hong Kong; 
while nearly 10% higher of overseas audience believed so.  A supplementary 
question to overseas visitors only on perception of HK7s being able to affect 
the overall satisfaction of their stays in Hong Kong, 80% of the respondents 
agreed about the participation of the event enhanced their satisfaction for their 
Hong Kong trip.  After all, 72% of the overseas visitors said HK7s was the key 
factor of coming to Hong Kong, ranked second as the reason for visiting Hong 
Kong. 
4.3 Results of Study Two 
4.3.1 Sources of knowing the game 
 All interviewees learnt the information about the tournament either 
from friends or from mass media including newspaper and television broad-
casting.  Most of them said they were highly recommended by friends that 
visited HK7s, some are moved by the bliss showed on television and planned 
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for a decade before he could eventually make the trip.  Another visitor was 
attracted by the fun end showed in friends’ social media post and decided to 
join the first time. Some rugby fans were the 15-aside fans and HK7s were 
introduced to them when they wanted to know more about seven-a-side format.  
One fan from Papua New Guinea who sat at South Stand at about nine in the 
morning in polo shirt claimed: 
 It’s the best event in the world! I saw this when I was in secondary 
school, this (was) so fun! I watched that every year and I see the fun at South 
Stand and I decided I need to go to Hong Kong. This is my five times coming 
here! 
 One long term rugby fans explained, “we have been watching Walla-
bies for years, we travelled for their matches, but before we were not 7s fans.  
This is the first time we come to Hong Kong, for Sevens event.  Many friends 
said, if we want to go to watch Sevens game, Hong Kong is definitely a place.” 
4.3.2 Rugby to you 
 The only two local respondents in this study came to HK7s for fun.   
For the overseas tourists, some of them came to enjoy rugby match and support 
their own team, while some of them to feel the atmosphere of the event.  Re-
spondents from South Stand were usually attending the event for fun. 
 “I don’t know rugby, but who cares! I shout when hearing everybody 
shouts or seeing the players’ running fast. Drink and chit-chat with friends are 
more important.” said a British in prison custom. 
 Other young photographer stated, “I come here because my step-dad 
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wants to, I know rugby but this venue is fascinating not because of the matches 
but the peoples.” 
4.3.3 How unique HK7s is? 
 All but one respondents said HK7s is “the best rugby event”, the only 
exception to this sentiment is from a London Lady.  “I didn’t see this is a lot 
different from London Sevens….well Hong Kong is dirtier, that’s all.”  With-
out any aids, most people, no matter they were atmosphere fanciers or rugby 
fans, described HK7s as “fun”, and friendly “multicultural” and enjoyable.   
 “I like the atmosphere, it’s very exciting.  I enjoyed watching the game 
staying close to South Stand.  Yes, I’ve never been to South Stand myself, I 
am not in fancy dresses and I don’t want to hit by beer bottles, but I feel I am 
part of them seeing them from remote corners.  Tournament organisation is 
better than other tournaments too, that’s I come back to Hong Kong in these 
10 years.” explained a lady who was wearing England team jersey. 
 “I worked in Hong Kong before but now moved to Beijing, many of 
my friends come to Hong Kong for HK7s so I come to meet them up….they 
won’t come to other events, Hong Kong is nice to meet up.  I don’t watch 
Sevens in France, it’s not popular there.  HK7s is exciting as the game itself is 
unique, 7 minutes, and it came to the champion within two to three days.” 
 “Fun, it is fun!” said an England supporter, although he was in vain to 
explain how fun HK7s was after attending six HK7s. 
4.3.4 In eye of overseas audience, Hong Kong is… 
 Dynamic and friendly is the most frequent words to be heard when talk 
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about the impression of Hong Kong.  Many visitors trusted Hong Kong as a 
place they can enjoy a trip or even stayed.  One Taiwanese former athlete re-
marked, “I’ve been to Tokyo Sevens. The matches were great, but I cannot 
speak Japanese and was not convenience when (I was) not inside the stadium.  
I enjoyed staying in Hong Kong.  It was nice, but getting worse when more 
mainland people came.  Hong Kong people were less willing to speak in Man-
darin now.”  Many foreign visitors mentioned “east meet west” characteristics. 
And surprisingly, safe is an impression to Hong Kong with more than half of 
overseas respondents spelt it out without aid.  Only one Fiji supporter unable 
to tell anything about Hong Kong: 
 I came to support my home team.  I stayed with other people (from 
Fiji), I come on Friday and leave on Monday.  I won’t go sight-seeing, I come 
here only for my team. 
 
5. Discussions 
 As it is shown consistently in the results from both the questionnaire 
survey and the interviews, HK7s meant a lot to the attending overseas tourists.  
They considered HK7s as the best sevens or, even more, rugby event around 
the world.  The long tradition in the HK7s, the word of mouths about the event 
from different rugby fans worldwide, the rugby star-stud environment and all 
the narrations from players and teams about Hong Kong as an unique place 
make Hong Kong a special existence before one ever visited Hong Kong.  
HK7s has become one of the holy lands of rugby sports and spectators come 
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as pilgrims.  The fact that the Hong Kong National Team is not even a strong 
team has made the phenomenon even more interesting, as many of the sites of 
nostalgia sports tourism often connects to a traditional strong home team in 
other sports (such as Camp Nou Stadium and Barcelona FC, Staple Center and 
Los Angeles Lakers), or to an once-in-a-life mega event (such as Maracana 
Stadium and Brazil World Cups).  Hong Kong Stadium failed to fall in neither 
categories, but HK7s itself alone created this effect.  No one would like to visit 
Hong Kong Stadium outside the HK7s weekend because of its connection with 
HK7s, down placing the importance of the location of the event being hap-
pened.  However, at the same time, the spectators did not either compared 
HK7s with other events like Dubai Sevens (which has nearly 2 times bigger 
stadium than HK7s) to jump to the conclusion that HK7s is better because it 
happened in Hong Kong.  More interestingly, the survey reflected most of 
overseas Sevens visitors are under the impression Hong Kong carried the same 
images as HK7s, being friendly, multicultural and dynamic.  It can be viewed 
that a tourist gaze that shaped tourists perception towards HK7s has clearly 
been established.  The correlation between the tournament and the hosting city 
is rather weak but as HK7s became the gaze object to tourist to know about 
Hong Kong, the perceived images of HK7s are being applied to Hong Kong as 
a whole even they cannot be consider as the current situation in Hong Kong. 
This leaves to another question that where the gaze comes from and 
how it is established.  HK7s has been broadcasted globally for years.  From the 
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images of the tournament the seen on TV, exciting matches, best teams, a sta-
dium full of spectators, screaming for the national squads, and packed with 
crowds with fancy attires having fun.  What is more, South Stand is an added 
value to the rugby fans.  In many other sports events, drunken spectators are 
usually a problem to the organisers.  It is obvious particularly in soccer in Eu-
rope.  Not rarely, negative news reports towards the drunken supporters of a 
team occur.  There is little opportunity on sports broadcast to show the “crazi-
ness” of the beer drinkers in South Stand.  It is definitely attractive to those 
spectators who enjoyed the carnival atmosphere.  For these tourists, their gaze 
is straight forward, as long as it is believed to be fun, they will go.  They can 
dress up fun and they might be seen on TV in millions of households world-
wide for 10 minutes every hour.  Such TV broadcasting on the fun side of 
HK7s easily creates a positive feedback to gather more spectators who have 
perhaps some interests in rugby but are very keen to join in this unique in-
stadium fun party from all over the world.  As a result, this gaze can probably 
be strengthened every year as long as the broadcast goes in the same way. 
The South Stand, putting apart from other stands of the stadium, can 
also be part of the gaze of the spectators who indeed are more interested in 
rugby rather than partying.  Spectators do not have to be part of the crazy gang, 
but “being there” enjoying the atmosphere for a proximal yet distant gaze en-
hanced their experience alongside the professional sport spectatorship.  Be 
bold to say, the sport itself is short in terms of match time, and hence it is easy 
to find some time to share and witness the craziness.  One does not have to be 
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hyper with the atmosphere in the stands all the time, but he/she does not need 
to remain focused on one match for an hour or so.  England supporters could 
make friends with Russians when New Zealand is matching Fiji.  And in the 
first day pool match games spectators may just have a few highlighted matches 
that needed to be focus.  Hence, the setting of the sports fits the image the gaze 
setters aimed.  Whether it would be probable that the gaze setters (which may 
also be the promoters of HK7s) shaping HK7s in the current way according to 
the setting of the sports is an interesting subject of research which is not cov-
ered in this project. 
 Other than the overseas spectators which are obviously tourists to Hong 
Kong and HK7s, it is argued that local audience is considered as “tourists” too.  
As the questionnaire survey may show, many of them has tiny rugby roots.  
Considering Urry & Larsens’ baseline on tourist gaze, it can be shown that 
tourist gaze occurred in local visitors community as well, as the population 
mostly dressed in funny custom, and crowded into Hong Kong Stadium, 
queued for hours to get into the South Stand and get drunken, or behave and 
react crazily.  This activity can perfectly fit in the definition of tourist here by 
looking at their destination, activities and purposes of such “displacement”.  In 
short, rugby is an “alien sports” to most Chinese local community, HK7s is a 
foreign party filled with craziness, and hence Hong Kong Stadium is tempo-
rarily transformed into a foreign tourist spot during HK7s to many local audi-
ence even though the site is geographically located locally, because psycho-
logically HK7s has successfully brought them away from the everyday life.  
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For local visitors, the gaze is similar as the overseas non-rugby fans, as for 
paying to be a sport spectator is rare and being under spotlight is unusual.  The 
legitimated “South Stand Behaviour” is rather remote to Hong Konger’s eve-
ryday life, which the organiser has been intentionally planting the idea for them 
to imagine how the event is.  Also, the results of the questionnaire survey pin-
pointing local audience got the information of HK7s mostly in LKF also hinted 
that to which group the audience belongs because of the special cluster LKF 
community formed, which is out of scope of this project. 
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6. Conclusion 
 An empty stadium, an open field or a busy urban 
thoroughfare - each one a public space - undergoes an al-
chemic process when transformed by spectacle.  A group 
of strangers fused into an instant community... 
Those spectacles that are man-made phenomena and 
that people share through live experience...the experience 
of virtual community pales in the face of the physical ex-
perience of spectacle.  Spectacles are larger than life.  
They imprint memories.  They induce a heightened state 
that can only be experienced in the flesh.  Attend such an 
event and you declare yourself: you become part of some-
thing greater than yourself. 
Looking at wondrous event that connect people in real 
time and real space. 
(In David Rockwell’s Spectacle) 
As obvious as it may seem, when different kinds of audience gather in 
a stadium for three days enjoying the sports event, they have different expec-
tations.  Most of the respondents from both the questionnaire survey and inter-
views agreed that they will come back.  It means that HK7s definitely has sat-
isfied their expectations, hinting the success of the event.  It has been argued 
that the success comes from, besides considering the competitiveness of the 
sports itself, the strategic planning and seeding of the image of HK7s.  Through 
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different media channels locally and globally, some common perceptions on 
the receiver side are observed and highlighted.  As a matter of fact, those ex-
citements and attractions in the stadium during HK7s exist, and they are mag-
nified to reinforce the attracted group to join.  Though in this paper, the actions 
of the organisation side and the sponsors are not discussed in details, it makes 
perfect sense to conjure that the organiser, the sponsors and the event manage-
ment agencies are on the same line to create this phenomenon.  The studies on 
how they shape the tourist gaze of HK7s will be a compliment on this project, 
one of which, most obviously, would be the syntax analysis on the internation-
ally broadcasted TV commercials of HK7s produced by different sponsors.  
For example, one would be surprised even on how contrast an Airline and an 
international bank there is when shaping the concepts of “play” in HK7s. 
 Another sociological study on the interaction between Hong Kong and 
HK7s may also be probed.  Hong Kong, the Asian World City as signified by 
Hong Kong Tourism Broad, has international events nearly every week 
throughout the year.  Even in sports event, there are many other examples that 
worth success.  However, not many of them have similar perceived correla-
tions as HK7s to Hong Kong.  After all, it is rarely heard that some people 
would consider Standard Chartered Hong Kong Marathon, another “success-
ful” sports event in Hong Kong, resembles Hong Kong in some ways.  Can 
such correlations between Hong Kong and HK7s be the key of success, or such 
correlations are another tourist gaze in a larger extent which is being consumed 
to attract tourists?  A more macroscopic survey on Hong Kong’s tourism 
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through the case study of various tourist events in Hong Kong may also interest 
the local academics. 
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